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Background

• Purpose: Provide a more complete picture of 
higher education value in Indiana, inform 
policy, programming and practice decisions

• Key questions:

– Completion: Will I graduate?

– Competency: Will I learn what I need to know?

– Career: Will I find fulfilling employment?



Background

• Approach: Combining the best quantitative and 
qualitative data available

• Quantitative: Grad rates, earnings, student debt
– College Completion and ROI Reports

• Qualitative: Alumni feedback, college responses
– Gallup-Indiana Alumni Survey



Gallup Indiana Survey Participants

• Ball State University
• Butler University
• Calumet College of St. 

Joseph
• Grace College
• IU East
• IU Kokomo

• IPFW
• Ivy Tech
• Manchester University
• Marian University 
• Taylor University 
• Vincennes University 
• WGU Indiana



College Value Index

Key components:
• Overview: Intro, FAQs, Takeaways, Data Notes 

• Dashboard: Completion, Competency, Career

• College Profiles: What the Numbers say, 
What the Alumni say,
What the College does



Online Dashboard



Online Dashboard

Takeaways 

Takeaways 



Dashboard: Completion



Dashboard: Competency



Dashboard: Career



College Profiles



College Profiles: OVERVIEW



College Profiles: NARRATIVE 



College Profiles: ROI



Takeaways



Takeaways



Takeaways: WELL BEING

44%

47%



Takeaways: COMPLETION



Takeaways: COMPETENCY



Takeaways: CAREER



Summary Highlights



Summary Highlights

• Indiana outperforms the nation on key 
measures of college value

– Higher levels of well being 

– Higher overall completion rates 

• On time (IN: 31.3% vs. US: 29.0%) 

• Extended time: (IN: 58.5% vs. US: 53.8%)

– Less likely to take out loans (IN: 61% vs. US: 69%)



Summary Highlights

• College pays financially and increases overall 
well-being

– Earnings: Grads from 85% of IN degree programs 
earn salaries above state median after 5 years 

– Thriving: Majority of IN grads are thriving on 
Gallup’s five measures of well-being 
(Exception: Physical Well-Being)



Summary Highlights

• Student choices and engagement matter more 
than where they attend college.

• Regardless of where students go to college,
satisfaction and ROI more closely tied to:

– Program choice
– Course load 
– Use of campus resources



Summary Highlights

• Students who receive support on campus are
almost twice as likely to say that their education 
was worth the cost—even if they have student 
loan debt. 



Opportunities for Improvement

• Less than HALF of IN grads say they received:

– Support outside the classroom that helped them 
graduate (47%)

– Help finding an internship or job while attending 
college (45%)

• Only 15% received help finding a job after 
graduation



Next Steps

• NEAR TERM: Public rollout and outreach

• MID TERM: Broader alumni survey 
participation

• LONG TERM: Learning outcome measure(s)



Communicating the Indiana College Value Index:
Public Relations and Outreach Plan



Audiences

• Students and Families

• Educators

• Community Groups and Stakeholders

• Policymakers and Influencers



Community Groups and Stakeholders

• Starfish Initiative

• Center for Leadership Development

• Indiana Youth Institute

• ISM College Planning

• Indiana Institute for Working Families

• Indiana Chamber of Commerce

• Regional Works Councils (and other 
regional groups)

• Indiana Manufacturers Association

• College Success Coalitions

• Principals, Superintendents and School 
Boards Associations

• Indiana School Counselors Association

• Indiana Student Financial Aid 
Association

• UNCF

• Indiana Black Expo

• Indiana Latino Institute

• Indiana General Assembly

• State Agencies (Ex: IDOE, DWD, IEDC, 
SBOE)



Goals

• Highlight the Indiana College Value Index’s first-in-
the-nation status.

• Make a clear case for why people should care about 
the College Value Index.

• Outline how the Index can be useful for students and 
education stakeholders.

• Draw attention to Reaching Higher, Delivering Value.

• Gain feedback from diverse groups on ways to 
improve the Index and share it. 



Key Message

The Indiana College Value Index is a first-in-the-
nation, comprehensive measure of college 
value—considering both the extrinsic and 

intrinsic benefits of higher education.



Key Message

The Commission will use the College Value 
Index to measure Indiana’s progress 

implementing the policies outlined in the state’s 
new strategic plan for higher education: 

“Reaching Higher, Delivering Value.” 



Key Message

The Commission and USA Funds have a shared to 
commitment to providing students, families and 
educators straightforward, practical tools they 
can use to make well-informed decisions about 

postsecondary education.



Key Message

In partnership with USA Funds, the Commission 
will spend the next year gathering input from 

community, policy, and education stakeholders 
to identify ways to improve, share and use the 

Indiana College Value Index.



Strategies

• Advance preview with higher education partners 

• Offer exclusive early access to key reporters.

• Secure early community partner(s).

• Launch the Index in partnership with USA Funds 
and a community partner.

• Present how-to’s for educators, students and 
communities.

• Gather input from an array of stakeholders 
through structured in-person or virtual meetings. 



Media Tactics

• Walk through the Index with a small group of 
reporters in an informal roundtable meeting. 

• Press Conference: Wednesday, September 21 at 10 
a.m. in the Indiana Statehouse

• Press Release 

• USA Funds/ICHE Editorial

• Follow-up interviews with state and national media

• Social media calendar and plan



Outreach/Input Tactics

• Video tutorial on how to use the Index

• Webinar tutorial for high school counselors and 
others by request

• Promotional handout for outreach directors and 
major events

• Schedule virtual and in-person meetings with all 
identified key stakeholder groups during 2016-2017 
academic year.



Stakeholder Asks

• Constructive feedback on the Index’s data, 
presentation, usability and usefulness. 

• Statements/letters of support

• Commitments to share with their networks (website, 
events, email groups, social media, etc.)




